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KONKURENTNOST HOTELSKE INDUSTRIJE HRVATSKE
COMPETITIVENESS OF THE CROATIAN HOTEL INDUSTRY
SAZETAK: lako je Hrvatska u jugoistoCnoj Europi vodcca luristiCka zemija, hotelijerstvo - kao
osnova turistiüke industrije i pokretaí razvoja cijelog niza meduzavisnih djelatnosti, izlozeno je broj-
nim ekstemim i intemim izazovima, Fokus je ovog rada na analizi razvojnug uzorka hotelijerstva u
Hrvatskoj u tranzicijskom i posttranzicijskom razdoblju. Pritom se polazi od teze da su inienzivne
tranzicijske promjene kroz koje je hotelijerstvo tijekom 1990-tih godina u Hrvatskoj prolazilo. dovele
ovu djelatnost ponovno u prvu fazu zivotnog ciklusa - fazu uvodenja na trziste, obiljezenu snaznim
rastom ulaganja te trzisnih i poslovnih pokazatelja poslovanja. Uspjeh u povecanju stupnja konku-
rentnosti hotelijerstva Hrvatske na medunarodnom trziätii povezan je prije svega s intenziviranjem ra-
zvoja inovacija u hoteiskom proizvodu i podizanjem kvalitete ljudskih resursa u upravljanju i poslo-
vanju hotela. Ovo su ujedno osnovni faktori uspjeha za primjenu strategija visoke vrijednosti odnosno
strategija fokusiranja, koje u hotelijerstvu u Hrvatskoj u iducem razdoblju trebaju zamijeniti dosadaS-
nje previadavajuce strategije niskog troska. Osnovna svrha i cilj ovog zaokrcta u primjeni poslovnih
strategija hoteüjerstva u Hrvatskoj je podizanje stupnja konkurentnosti na medunarodnom trzistu.
KLJUCNE RUECI: hotelijerstvo, Hrvatska, razvoj, konkurentnost, poslovna uspjeänost, ulaga-
SUMMARY: Although Croatia is a leading tourism country of South East Europe, its hotel
industry - as a base of the tourism industry and a driver of various interlinked industries - is exposed
to numerous external and internal challenges. This paper is focused on the analysis of a development
pattern of hotel industry in Croatia in a transitional and post-transitional periods. Tlie starting point is
the thesis that the intense transitional changes through which the Croatian hotel industry has passed in
the 199O's, have re-established the first phase of life cycle - the introductory phase, which is characte-
rised by the high growth of investments as well as of market and business indicators. The success in
the increase of Croatian hotel industry competitiveness level on international market is primarily lin-
ked with intensified development of innovation of the hotel product and with upgraded quality of hu-
man resources in hotel management and operation. These are the key success factors tor implementa-
tion of high-value strategy and focus strategy, as the basic strategies which should substitute formerly
prevailing low cost strategies. The basic purpose of this turnaround in business strategy implementa-
tion in hotel industry in Croatia is the increase of competitiveness level on the intemational market.
KEY WORDS: hotel industry, Croatia, development, competitiveness, operational efficiency,
investments.
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1. STRATESKI OKVIR
Hrvatska, jedna od drzava regije jugo-
istoCne Europe, danas se, u procesu pridru-
zivanja Europskoj uniji, dokazuje kao jedna
od zemalja koja se (usprkos stopi gospodar-
skog rasta koja je na razini prosjeka regije)
sa preko 8 tisuóa USD odlikuje znatno vi-
5om razinom nacionalnog dohotka po sta-
novniku od ostalih zemalja regije.' Hrvatska
je, naime, dio vrlo raznolike europske re-
gije, u kojoj pojedine zemije imaju razliCite
gospodarske strukture, intenzitet rasta, ra-
zinu zivotnog standarda i status pridruiiva-
nja Europskoj uniji. Ipak, tijekom protekiih
petnaestak godina gotovo sve zetnlje ove
regije, ukIjuCivo i Hrvatsku, obiljezava za-
jedniCka karakteristika: izlozenost svako-
vrsnim - trzignim, ekonomskim, drustvenim,
poIitiCkim, ratnim i ostalim izazovima. Da-
nas je ovo, u cjelini uzevsi, rcgija u kojoj je
gospodarski rast intenzivan, demokratske i
trzisne institucije se intenzivno jaCaju. regi-
onalne trgovinske veze ozivljavaju, privatne
investicije postupno rastu, a ovi pozitivni
trendovi doprinose perspektivnom smanji-
vanju razine siromastva."
U takvom razvojnom okviru, u protek-
iom razdobiju dominantno obiljezenom
tranzicijskim procesima, Hrvatska se danas,
na izlasku iz tranzicijskog razdoblja, po
svim kIjuCnim pokazateljima, u okvirima
regije izdvaja kao zemlja s najveCim stup-
njem turistiCke razvijenosti.' Cinjenica da
hotelijerstvo u postojeCoj i perspektivnoj
gospodarskoj strukturi u Hrvatskoj preds-
tavlja jednu od djelatnosti s najveéim eko-
nomsko-razvojnim potencijalom kao i dje-
latnost koja definitivno jest pokretaC razvoja
cijelog niza meduzavisnih djelatnosti.
1. STRATEGIC FRAMEWORK
Croatia, one of the South East European
countries, during the EU accession process,
has been proving itself as the country with
significantly higher level of GDP per inhabi-
tant than other countries in the region (GDP
of over 8 thousand US$ per capita), despite
the economic growth rate which is on the re-
gional average.' Croatia is a part of a very di-
verse European region, where various
countries have different economic structure,
growth intensity, level of living standard, and
an EU accession status. However, during the
last fifteen years, almost all countries of this
region, including Croatia, have been in a
similar way exposed to various (market, eco-
nomic, social, political, war and other) chal-
lenges. Today, generally, this is ihe region
where the economic growth is tesumcd, de-
mocratic and market institutions arc being
strengthened, regional trade links arc being
restored, private investments are gradually
developing, and these trends are positively in-
fluencing the prospects of poverty reduction.^
In such a development framework,
which has been formerly characterised by
processes of transition, Croatia is on the way
out from transitional period. By key indica-
tors, Croatia is today the most developed
tourism country in South East Europe.^
Within the existing and prospective eco-
nomic structure in Croatia, hotel industry
represents one of the industries with the
highest economic and development poten-
tial. At the same time, this is the industry
which definitely represents the market driver
for numerous interlinked industries. Due to
these facts, this industry has been chosen as
Podatak Svjetske banke (World Development tndicators Database. April 20061.
The information of the Word Bank (World Development Indicators Database, April 2(X)6).
Europska komisija (2007.)
The European Commission (2007).
WTTC. TSA Research (2006.), The Travel & Tourism Competitiveness Report (2007.)
W i r e , TSA Research (2006.J, TTie Travel & Tourism Competitiveness Report (2007).
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predstavlja polaziste za stratesku analizu
koja je predmet ovog rada.
Poiazeci od ovakvog strateskog okvira,
fokus je ovog rada na analizi razvojnog
uzorka hotelijerstva u Hrvatskoj, zemlji koja
se odiikuje najsnaznijim turisíiCkim sekto-
rom u regiji.
a subject of strategic atiaiysis which is the
purpose of this article.
On the basis of such strategic frame-
work, the paper is focused on the analysis of
a development pattern of hotel industry in
Croatia, the country which is characterized
by the strongest tourism sector in the region.
2. HRVATSKO HOTELUERSTVO
- ZAHTJEV AN PUT OD
TRANZICUE KA
KONKURENTNOSTI
2. HOTEL INDUSTRY OF
CROATIA - CHALLENGING
WAY FROM TRANSITION TO
COMPETITIVENESS
2.1. Hipoteze
Intenzivne drustvene, politiCke, trii§ne i
ekonomske promjene kroz koje je hotelijer-
stvo u tranzicijskom razdoblju tijekom
1990-tih godina u Hrvatskoj prolazilo, do-
vele su ovu djelatnost, u globalu promat-
rano, ponovno u prvu fazu iivotnog ciklusa
- fazu uvodenja na trzi§te, obiljezenu snaz-
nim rastom osnovnih trziSnih I poslovnih
pokazatelja poslovanja.
Uspjeh implementacije strateSkog obrata
kroz koji hotelijerstvo u Hrvatskoj u aktual-
noj posttranzicijskoj fazi nuzno mora proci s
ciljem uspostave konkurentnosti na medu-
narodnom trzistu obiljezava prije svega pi-
tanje uspjeSnog uvodenja inovacija u hotel-
ski proizvod i postizanja kvalitete radne
snage u hotelskom poslovanju. Ovo su uje-
dno osnovni faktori uspjeha za primjenu
strategija visoke vrijednosti odnosno strate-
gija fokusiranja, koje u hotelijerstvu u Hr-
vatskoj u iducem razdoblju trebaju zamije-
niti dosadasnje previadavajuée strategije ni-
skog troSka. Osnovna svrha i cilj ovog
zaokreta u primjeni poslovnih strategija ho-
telijerstva u Hrvatskoj je podizanje stupnja
konkurentnosti na medunarodnom trzistu.
2.2. Pristup elaboriranju hipoteza
2.1. Hypothesis
During l990's, the hotel industry in
Croatia was going through intensive social,
political, market and economic changes.
This has caused the re-establishment of the
first phase of life cycle of this industry - in-
troductory phase which has been character-
ized by high growth of key market and
operational indicators.
In post-transitional stage, Croatian hotel
industry has to pass through the strategic
turnaround, aiming to upgrade the competi-
tiveness level at international market. The
success of implementation of such strategic
turnaround depends on the volume of inno-
vations in hotel tourism products and on the
upgrading of the human resources quality in
hotel operations. These are the key success
factors for implementation of high-value and
focus strategies. In the future period, these
strategies should replace the low cost strate-
gies which have been dominant in Croatian
hotel industry previously. The basic aim of
this turnaround in implementation of hotel
industry business strategies in Croatia is the
improvement of level of competitiveness on
international market.
2.2. Approach to Hypothesis
Elaboration
Posljednjih desetak godina hotelijerstvo
u Hrvatskoj prolazi kroz razdoblje izuzetno
In the last decade, hotel industry in
Croatia has been passing through the sig-
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snaznih izazova. Tijekom 1990-tih, u desei-
ijeéu koje su dominantno obiljezavale tran-
zicijske promjene. hotelijerstvo u Hrvatskoj
suoiilo se sa brojnim problemima:
• opéi makroekonomski problemi po-
vezani s prilagodavanjem gospo-
darstva novim trziSnim uvjetima,
• nedostatan volumen potraznje i dotra-
jali proizvod. neprilagoden novim za-
htjevima potroâaCa. u kojeg nije ula-
gano od konca 1980-tih godina (po-
sljedica ratnog i postratnog razdoblja),
• privatizacija hoteiskih poduzeéa
povezana s ulaskom u hotelski sektor
novog vala vlasnika uglavnom bez
iskustva u hotelskoj industriji.
• probiemi uvodenja i usvajanja nove
kulture menadzmenta u hotelskoj in-
dustriji te
• problemi prilagodbe radne snage no-
vim zabtjevima trziáta s fokusom na
kvaliteti usluge. i sliCno.
Ipak, strukturno najveci i po znaCenju
najdalekose2niji problem hotelijerstva u Hr-
vatskoj bio je pronaói algoritam prevladava-
nja jaza izmedu strategije niskog troska ka
strategiji visoke vrijednosti. Drugim rije-
Ôima, kako od hotelskog proizvoda uglav-
nom namijenjenog nediferenciranom, ma-
sovnom trzistu (kakav je u HrvaLskoj bio
koncem 1980-tih godina. neposredno prije
ulaska u tranzicijske promjene) gdje je os-
novna menadzerska vrlina i pokazatelj us-
pje§nosti Sto striktnija kontrola troskova.
napraviti strukturni obrat i doci u stanje
konkurentnosti - nuditi proizvod visoke
vrijednosti jasno profiliran na principima di-
ferencijacije?
Iako vodstvo u kontroli troskova, koje su
hotelijeri u Hrvatskoj iz nuzde (zbog netr2i-
.snih uvjela) prlmjenjivali tijekom 1990-tih
godina donosi poboljsanje profitabilnosti
(odnosno, smanjenje gubilka) na kratki rok.
iskljuôiva primjena ove strategije za hoteli-
jerstvo u Hrvalskoj ne moze bili dugoroCno
odrziva na trziStu zbog negativnih implika-
nificant challenges. During I990's, in a dec-
ade characterized dominantly by transitional
changes, tbe hotel industry in Croatia was
facing numerous problems:
• General macroeconomic problems
linked to the adaptation of economy
to new market conditions;
• Insufficient volume of demand and a
tired product, not suited to the new
requests of consumers; lack of in-
vestments in this decade, as a conse-
quence of war and post-war period;
• Privatization of hotel companies
linked to entrance of new owners in
the hotel sector, lacking the experi-
ence in the hotel industry;
• Problems relating to introduction of
new management culture in the hotel
industry; and
• Problems of adaptation of human re-
sources to new market demands, fo-
cused on the quality of service, etc.
However, the most important problem of
hotel industry in Croatia was bow to find the
algorithm of the turnaround from a low-cost
strategy to tbe bigh-value strategy. In other
words, how to make a structural shift from
tbe hotel product oriented to non-differenti-
ated, mass market (which was the case in
Croatia at the end of 198O's, before entering
into the transitional changes), where the
most valuable managers' skills were to
strictly control the costs, to a higher com-
petitiveness level, by offering the high value
and differentiated product.
The leadership in the cost control, which
was applied in Croatian hotels during 199O's
in the non-market conditions, influences the
profitability increase (or decrease of loss) in
short-term period. However, the exelusive
implementation of such a strategy for hotel
industry in Croatia can not be the long-term
sustainable strategy because of negative im-
plications which it has on the degeneration
of a botel product, such as:
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cija koje ima na degeneriranje hotelskog
proizvoda, i to:
• iskIjuCivi fokus na striktnu kontrolu
troskova u operativnom smislu do-
vodi do smanjenja kvalitete hotelskog
proizvoda (najCeSce vidijivo u podru-
Cju kvalitete usluzivanja - smanjenje
broja zaposlenih, te u odjelu hrane i
piéa - nabava jeftinijih namirnica bez
obzira na njihovu kvalitetu)
• iskljuCivi fokus na striktnu kontrolu
troSkova u razvojnom smislu odra-
2ava se na izostanak inovacija u
proizvodu, sto posljediCno dovodi do
izostanka razvoja novih proizvoda,
' odnosno znatno smanjene ili potpuno
izostavljene brige o unapredenju
kvalitete unutar istog proizvoda.
U odnosu na navedene tranzicijske trái-
§no-razvojne uvjete, ovim se radom poka-
zuje da usprkos zahtjevnosti promjena koje
pred hotelski sektor postavlja zakon trzista
(prije svega medunarodnog), hotelijerstvo u
posttranzicijskoj Hrvatskoj uspijeva, iako
postupno, u ostvarivanju strateskog obrata
koji se oCituje u promjeni vrste proizvoda i
vrste trzista kojemu se sektor obraéa. Pos-
ljedica navedenog procesa je postupno po-
vecavanje stupnja konkurentnosti hrvatskog
hotelijerstva na medunarodnom turisti¿kom
tríi§tu. Dokaz ovoj konstataciji moguée je,
izmedu ostalog. naci u rastu ulaganja, trziS-
nih performansi i poslovnih rezultata koje
ostvaruje hotelijerstvo u Hrvatskoj u razdo-
blju posljednjih deset godina.
2.3. Pregied literature
S obzirom da je osnovna svrha strateS-
kog obrata kroz koje prolazi hotelijerstvo u
Hrvatskoj podizanje stupnja konkurentnosti,
za elaboriranje navedenih leza od prven-
stvenog je znaCenja proanalizirati teorijsko
poimanje izvorista i dimenzije koncepta
konkurentnosti te faktora konkurentnosti, s
fokusom na konkurentnost u ugostiteljstvu
odnosno hotelijerstvu.
• exclusive focus on strict control of
operational cost leads toward the de-
crease of hotel product quality
(which is visible in the area of ser-
vice quality - decrease of number of
employees, or in the food and bever-
age department - the purchase of less
expensive ingredients, regardless to
their quality level)
• exclusive focus on strict control of
development costs leads to the lack
of product innovations, which subse-
quently influences the lack of new
products development, i.e. decreased
focus to the upgrading of quality in
the same product category.
With regards to the above-mentioned
transitional market and development condi-
tions, this paper aims to show that hotel
industry in post-transitional Croatia is
gradually succeeding to achieve the strategic
turnaround aimed to change the product
type and market category, despite challeng-
ing changes caused by international market.
The consequence of the described process is
gradual increase of Croatian industry com-
petitiveness level on the international mar-
ket. The increase of investments, market
performances and operational results of ho-
tel industry in Croatia in the recent ten years
is the evidence of this thesis.
2.3. Literature Review
Since the basic purpose of the strategic
turnaround through which tbe hotel industry
in Croatia is passing, is the increase of its
competitiveness level, in order to elaborate
the above thesis it is necessary to analyse
the theoretical understanding of the concept
and factors of competitiveness, focused on
the competitiveness of the hospitality and
hotel industries.
With regards to the fact that the hotel in-
dustry represents the base of the tourism in-
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Buduci da hotciska indusirija predstavlja
(lsnovni dio turistiCke industrije. najprimje-
rcnije jc krenuti od konkurentnosti turistiCke
destinacije kao okvira u kojem se odvija
hotciska djelatnost. Iako su teorijska odre-
dcnja koncepta konkurentnosti priliCno raz-
norodna. svi autori potvrduju stav da je
konkurentnost turi/.ina slozeni koncept koji
obuhvaca ra/JiCite aspekte. ugiavnom tesko
mjerljive (Gooroochurn, Sugiyarto, 2007.)
Takoder, veéina se teoretiCara sla^e sa sta-
vom autora Ritchie i Crouch da su uistinu
konkurenlnc one turisticke destinacije koje
su sposobne poveéati turistiCku potrosnju, u
vecoj mjeri privuéi posjetitelje osigurava-
juci im zadovoljavajuée dozivljaje koji se
pamte. tc Ciniti to na profitabilan naCin. us-
porcdno poboljsavajuci blagostanjc lokalne
populacijc. osiguravajuci pritom oCuvanjc
prirodnog kapitala destinacije za buducc ge-
ncracije. Vaija istaknuti da konkurentska
snaga turistiCke destinacije ima vise dimen-
zija: drustvenu, kulturnu, politiCku, cko-
nomsku, tchnolosku i onu povezanu s okoli-
Sem (Ritchie, Crouch, 2003: 2). Jedan od
vodecih autora u podruCju istrazivanja kon-
kureninosti. M, Porter, pretezito je orijenti-
ran na ekonomsku dimenziju konku-
rentnosti. Porter je na makroekonomskoj ra-
zini identificirao Cetiri izvora ekonomske
konkurentnosti, koji su opéeniío poznati kao
"Porterov dijamant konkurentnosti": uvjeti
potra^nje, kompanije i dobavljaCi, faktori
proizvodnje i faktori podr.ske (Porter. 1996:
166). Ovaj je teorijski koncept konkuren-
tnosti vrlo primjenjiv i na hotelsku indus-
triju, a njegova primjena u tranzicijskini
uvjetima predmet je, izmedu ostalog, i ovog
rada.
Brojni su autori prepoznali da izvoriste
ekonomske konkurentnosti promatrane na
razini dríave ipak Iczi unutar svake poje-
dine djelatnosti. toCnijc na razini posiovnih
subjekata - poduzeca. Tako je opceprihva-
éeni stav daje, globalno promatrajuci. kon-
kurentnost sposobnost zemlje da na svjets-
kom trzistu postigne uspjeh koji omoguóuje
bolji zivotni standard za sve. U tom smisiu
dustry, it is adequate to start from the com-
petitiveness of the tourism industry as a
framework for the hotel business. Although
there are various theoretical concepts, all the
authors confirm the view that tbe tourism
competitiveness is a complex concept en-
compassing various aspects, which are diffi-
cult to measure. (Gooroocburn, Sugiyarto,
2007: 1). Furthermore, n:iost authors agree
that truly competitive tourism destinations
arc the ones which are able to increase
tourism expenditure, increasingly attract
visitors while providing them with satisfy-
ing, memorable experiences, and to do so in
a profitable way, while enhancing tbe well-
being of destination residents and preserving
the natural capital of the destination for fu-
ture generations. It should be noted tbat the
competitive strengths of a tourism destina-
tion are multidimensional: social, cultural,
political, economic, technological and envi-
ronmental (Ritchie, Crouch, 2003: 2). M.
Porter, one of tbe leading authors in the area
of competitiveness, is oriented to the eco-
nomic dimension of competitiveness. On a
macroeconomic level. Porter has identified
four sources of economic competitiveness,
which are known as the "Porter diamond":
factor conditions, demand conditions, re-
lated and supporting industries and firm
strategy, structure and rivalry (Porter, 1996:
166). This theoretical concept is also appli-
cable to the hotel industry, and its imple-
mentation in the transitional conditions is
the subject of this paper.
Numerous authors have noted that the
source of macroeconomie competitiveness
lies in each of the various industries, or more
precisely in the business entities - companies.
Widely accepted view says that competi-
tiveness is tbe ability of country lo achieve
the success on a global market, which enables
better living standard for all. Therefore, it is a
result of numerous factors, and especially it is
induced by the firms, competitiveness and
favourable business environment which gives
incentive to the introduction of new products
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je ona rezultat mnogih faktora, a naroCito
konkurentnosti na razini poduzeca i po-
voljne poslovne okoline koja potiCe uvode-
nje novih proizvoda i procesa te investicije
(Nacionalno vijeée za konkurentnost, 2007:
9). Fokusiramo li teorijsko shvacanje kon-
kurentnosti sa makroekonomske razine na
razinu poduzeca, ovdje se konkurentnost
obiCno izjednaCava sa tríiSnim uspjehom
poduzeéa, odnosno s dinamikom tríignog
udjela i pozicioniranjem na Ijestvici kvali-
tete. To vrijedi i za konkurentnost hotelskih
poduzeéa gdje naroCito dolazi do ízrazaja
kvaliteta Ijudskih resursa, buduéi da se radi
o radno intenzivnoj djelatnosti. Drugim rije-
Cima, kvaliteta u hotelijerstvu rezultat je
kvalitete hotelskog proizvoda i produktiv-
nosti rada. Kvaliteta hotelskog proizvoda je
prepoznata kao jedna od kljuCnih kompe-
tencija kojom hotelski menadzment mora
vladati kako bi hotelski proizvod mogao biti
konkurentan (Olsen, West, Ching-Yick Tse,
1998: 177). S obzirom na brzo rastuéu kon-
kurenciju, u hotelijerstvu postoji potreba
stalnog unapredivanja kvalitete hotelskog
proizvoda kao faktora odríanja konkuren-
tnosti, sto je i pokretaC razvoja potpunog
upravljanja kvalitetom u hotelijerstvu
(Nykie!, 2œ5 ; 212). S druge strane, pro-
duktivnost se u najsirem smislu shvaéa kao
odnos outputa i inputa, odnosno promatra se
kroz prizmu mjerljivih rezultata (noéenja
odnosno prihoda) aii i kroz prizmu ostva-
rene kvalitete. U hotelijerstvu postoji pros-
tor za unapredenje produktivnosti na vise
razina: putem definiranja i implementacije
standardnih radnih postupaka, poveéanju is-
koristenosti radnog vremena boljom organi-
zacijom rada, kao i putem unapredenja kva-
litete hotelskog osoblja (Medlik, Ingram,
2000: 186)
Na obje razine, to jest i na razini nacio-
nalnog gospodarstva, i na razini poduzeéa
izmedu produktivnosti i konkurentnosti po-
stoji snazna veza. Naime, faktori konku-
rentnosti (obrazovanje, poduzetniCko okru-
íenje, kvaliteta poslovnog sektora, infras-
truktura i okoliâ) u svom medusobnom
and processes as well as the investments
(National Competitiveness Council, 2007: 9).
The competitiveness on the micro level is
usually considered equal to volume or
dynamics of a company's market success or to
positioning on a certain quality level. This is
also valid for the competitiveness of the hotel
companies, where the quality of human re-
sources is important, since this is the labour
intensive industry. In other words, the quality
in the hotel industry is a result of the quality
of hotel product and work productivity. The
quality of hotel product is the core compe-
tence which the hotel management should
manage in order to get the competitive hotel
product (Olsen, West, Ching-Yick Tse, 1998:
177). With regards to the fast growing com-
petition, there is a need for constant im-
provement of hotel product quality in order to
maintain the competitiveness. This is also a
driver of the total quality development in the
hotel industry (Nykiel, 2005 : 212). On the
other hand, productivity Is generally under-
stood as the ratio of output and input, i.e. it is
considered through the measurable results
(natural or fmancial), as well as through the
achieved quality. In hotel industry, there is
space for productivity upgrading on severa!
levels: through defining and implementing of
standard operating procedures, increase of
working hours usage by better organization of
work processes, as well as through the
improvement of the hotel's human resources
quality (Medlik, Ingram, 2000: 186),
On both levels of national econotny and
companies there is a firm link between the
productivity and competitiveness. Competi-
tiveness factors (education, entrepreneurial
environment, quality of business sector, in-
frastructure and environment) lead to higher
productivity, income and sustainable devel-
opment. In the long-term, the competitive-
ness is basically the issue of increasing the
productivity, efficiency and the quality of
products and services. In the long-term pe-
riod, this is the key determinant of tbe living
standard (National Competitiveness Coun-
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djelovanju vode poveóanoj produktivnosti,
viSem dohotku i odrzivom razvoju. Tako je,
dugoroCno promatrajuéi, konkurentnost u
osnovi pitanje povecanja produktivnosti od-
nosno razine efikasnosti i kvalitete proizvo-
dnje i usluga, Sto je dugoroCno kljuCna od-
rednica standarda iivota (Nacionalno vijeie
za konkurentnost, 2007: 9). No, sa druge
strane, konkurentnost ovisi o troSkovima i
sposobnosti poduzeéa da konkuriraju na
inozemnom i domaéem tríistu. Veo je Por-
ter istaknuo razüku izmedu lokalne i glo-
balne konkurentnosti, pri ôemu kod glo-
balnih industrija konkurentska pozicija po-
duzeéa u jednoj zemlji znaöajno utjeCe na
njezinu poziciju u drugim zemljama (Porter,
1990: 53). Ovo je naroiito vazno za hotel-
sku industriju, gdje u suvremenim uvjetima
globalnih hotelskih kompanija prisutnih sa
svojim brendiranim objektima na velikom
broju trÎiSta, globalna konkurentnost utjeCe
i na snagu hotelskog brenda. U tom kon-
tekstu, a povezujuéi ovaj aspekt konkuren-
tnosti sa kulturom i kvalitetom menadá-
menta u hotelijerstvu, medu autorima je pri-
hvaceno mi§ljenje da menadzerima
hotelskih korporacija treba globalno razmi-
âljanje jer svjetske usluzne organizacije po-
stavljaju kompetitivne standarde. U tom
smislu, da bi postigli konkurentsku pred-
nost, menadzeri u medunarodnom turizmu
moraju oblikovati odgovarajucu strategiju i
onda ju primijeniti kroz djelotvoran struktu-
ralni procès. Ovo zahtijeva znanje o ruko-
vodenju i dobro osposobijene i motivirane
zaposlenike (Moutinho, 2005: 458-459),
Anaiizirajuci dimenzije konkurentske
strategije koje je identificirao Porter, razvi-
dno je da gotovo sve navedene dimenzije
imaju izuzetno znaCenje i u hotelskoj djelat-
nosti. To su: specijaiizacija, identifikacija
brenda, strategija povlaôenja prema strate-
giji guranja, odabir kanala distribucije, kva-
liteta proizvoda, tehnolosko vodstvo, verti-
kalna integracija, pozicija troikova, usluga,
cjenovna politika, financijska zaduXenost,
odnos sa matiCnom kompanijom te odnos sa
drzavnom upravom (Porter, 2004: 127-129).
cil, 2007: 9). However, on the other hand,
competitiveness depends on the expenses
and the ability of the company to compete
on foreign and domestic markets. Porter has
pointed out the difference between the local
and global competitiveness, where at global
industries, the company's competitive posi-
tion in one country significantly influences
its position in other countries (Porter, 1990:
53). This is especially important in the hotel
industry. Here, in the contemporary condi-
tions of global hotel companies which are,
with their branded properties, present on
numerous markets, the global company's
competitiveness influences directly the
strength of its hotel brand. Linking this
competitiveness aspect with the culture and
quality of hotel management, most authors
have accepted the view that managers of
hotel corporations need global thinking, be-
cause the global service organizations set
the standards of competitiveness. Therefore,
in order to achieve the competitive advan-
tage, managers in international tourism
should design the adequate strategy and im-
plement it through effective structural proc-
ess. This requires the management know-
ledge and the well trained and motivated
employees (Moutinho, 2005: 458-459).
When one analyses the dimensions of
competitive strategy, identified by Porter, it is
evident that almost all mentioned dimensions
have extraordinary importance in the hotel
industry. These are as follows: specialization,
brand identification, push versus pull, channel
selection, product quality, teehnological lead-
ership, vertical integration, cost position, ser-
viee, price policy, leverage, relationship with
parent company and relationship to home and
host government (Porter, 2004: 127-129).
The issues of hotel branding, quality and
product differentiation are the central issues
which determine the operational success of
hotel industry on contemporary global mar-
ket. When developing new, innovative hotel
produet, the key problem is that innovation
has little or no protection in the hotel indus-
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Pitanja hotelskog brcndinga, kvalitete i raz-
liCitosti proizvoda dañas su sredisnja pitanja
koja odreduju uspjesnost poslovanja botel-
ske industrije na suvremenom globalnom
trzistu. U razvoju novih, inovativnih hotel-
skib proizvoda osnovni je problem sto se
inovacije u hotelijerstvu teSko ili nikako ne
mogu zaslititi. Koncept. ideja te ¿ak i kod
potrosaía percipirana autentiCnost hotelskog
proizvoda relativno se Iako mogu kopirati
(Nykiel, 2005: 57). Takoder. opee je poz-
nato da je jedan od izvora ujednacenosti
kvalitete brendiranog hotelskog proizvoda u
globalnim razmjerima njegova standardizi-
ranost. Osnovno je pritom pitanje koje zao-
kuplja suvremene teoretiàare i praktiáare u
hotelskoj industriji sljedeée: kako se, pri po-
stojanju mnostva hotelskih brendova na trzi-
Stu. standard i zi ran i hotelski proizvod moze
upakirati, pretvoriti u marku i uspjeSno dis-
tribuirati, a da pritom kod potrosaCa ne iza-
zove konfuziju. Naime, diferencijacija
proizvoda kroz upotrebu brendova u hoteli-
jerstvu postala je besmislena jer potrosaôu
ne pojasnjava konfuziju. Stoga su procjene
struCnjaka da ée se u buducnosti. koriste-
njem sofistieiranijih metoda segmentacije.
veéi naglasak staviti na pravu trzisnu ori-
jentaciju na stvaranje brendova. Sto ée uk-
ljuCivati razvoj i primjenu jasno pozicio-
niranih slogana, kreiranje dobro definiranih
slika, odredivanje prednosti koje trazi
potrosaC, i diferencijacija tih prednosti
(Moutinbo, 2005: 466).
U opisanim uvjetima, suvremeno hotel-
sko trziste je visoko konkurentsko okruzenje
u kojem je poslovni razvoj ograniöen mno-
Stvom raspolozivih izbora razliCitih. a opet
vrlo sliínih hotelskih proizvoda/usluga,
Naime, da bi konkurentska prednost u hotel-
skoj industriji bila odriiva, potrebno je da
ima sljedeéa obiljezja: da bude vrijedna. ri-
jetka. skupa za kopiranje te da ne postoji iz-
ravan supstitut, kao i da predstavlja dobru
osnovu za rast poslovanja (Cullen, 2007:
17). Jasno je da je sva ova obiljezja u praksi
teSko usporedno osigurati. i zato je koncept
kreativnog kopiranja u razvoju hotelskih
try. Concept, idea and even perceived
uniqueness of the hotel product are readily
copied (Nykiel. 2(X)5: 57). Furthermore, it is
known that one of the sources of branded
hotel product uniformity, in global extent, is
its standards. The key question which con-
temporary authors and practitioners in hotel
industry pose is the following: In the market
where numerous hotel brands exist on the
market, how can the standardized hotel prod-
uct be packed, transformed into a brand and
successfully distributed, not causing the
confusion at consumers. The product differ-
entiation through the usage of hotel brands
has become senseless since it increases the
confusion for consumers. Therefore, the ex-
perts estimate that, through more sophisti-
cated segmentation methods, in the future the
focus will be given to tbe real market orienta-
tion through creation of brands. This will in-
volve the development and implementation of
clearly positioned slogans, creation of well
defined pictures, research of the benefits ihat
are sought by consumers, and differentiation
of these benefits (Moutinho, 2005:466).
In the above described conditions, the
contemporary hotel market is a highly com-
petitive environment where the business de-
velopment is limited with various available
choices of different, and at the same time
similar hotel products/services. In order to be
sustainable, the competitive advantage in Ihe
hotel industry should have tbe following
features: it must be valuable, rare, costly to
imitate, non-substitutable, and it must assure
good basis for growth (CuUcn. 2007: 17). It is
clear that in practice all tbese features rarely
exist at the same time. Therefore, the creative
copying concept in development of hotel
products is one of the most applied concepts
in the contemporary hotel development.
In view of the above, contemporary au-
thors predict growth of focus and concen-
trated growth strategies. Tbe joint feature in
the application of the mentioned strategies is
the effort of most hotel companies to be-
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proizvoda danas u praksi razvoja hoteiskih
projckata jedan od najprimjenjivanijih kon-
cepata u suvremenim uvjetima.
S obzirom na sve navedeno, suvremeni
autori predvidaju rast strategija fokusiranja
ili koncentriranog rasta, gdje ée dominirati
pokusaji veéine hotelskih poduzeéa da pos-
tanu blizi potrosaCu. I danas giroko primje-
njivani oblici koncentriranog rasta koje
prakticiraju hotelske korporacije (strateSka
udruzivanja, fransize, menadzment ugovori,
zajedniCka ulaganja, preuzimanja) odra^a-
vaju jedinstveni karakter visokokonku-
rentskog statusa turistiCke / hotelske indus-
trije. Neki autori istiCu da je upravo usluga,
a ne cijena, dominantan diferencijacijski
faktor (Moutinho, 2005: 468. 470).
S aspekta razvoja hotelske industrije u je-
dnoj zemlji. potrebno je istaknuti da razllCite
strateske skupine poslovnih subjekata unutar
iste djelatnosti nuzno ne moraju imati jed-
nake poslovne strategije. Strateskom skupi-
nom se u naCelu smatra skupina poduzeéa
koja, u okviru iste djelatnosti, slijede sliine
strategije po svim aspektima dimenzija kon-
kurentnosti (Porter, 2004: 129). Ipak, treba
ukazati na Cinjenicu da u hotelskoj industriji,
gdje se strateSkom grupom moze na primjer
smatrati skupina hotela - primamih konkure-
nata, zbog njihovog relativno visokog stupnja
mcdusobne sliCnosti ponude, metoda seg-
mentacije konkurencije po principu stratcskih
skupina se ne koristi kao u drugim djelatnos-
tima (Reich, 1997: 168).
KonaCno, a zbog valoriziranja razliCitih
gledista vezanih za razvojna pitanja i kon-
kurenciju, valja ovdje navesti relativno no-
vije videnje povezano sa strategijama raz-
voja poduzeéa. Radi se o rekonstrukcijskom
pogledu na razvojne strategije, prema kojem
striktno definirana struktura jedne djelat-
nosti i trziSna ograniienja postoje samo u
svijesti menadzera. Prema ovoj teoriji na tr-
zistu postoji dodatna latentna potraznja koju
je moguée aktivno kreirati inovacijama. To
zahtijeva promjenu fokusa pozornosti sa
ponude na potraznju, te promjenu fokusa sa
konkurencije na inovaciju vrijednosti, to jest
come doser to the consumer. Some of the
concentrated growth strategies which are
widely applied by the hotel corporations in
the contemporary conditions (such as strate-
gic alliances, franchises, management con-
tracts, joint ventures and acquisitions) reveal
the unique character of highly-competitive
status of tourist and hotel industry. Some
authors point out that the service itself, and
not the price, is the dominant factor of dif-
ferentiation (Moutinho, 2005: 468,470).
As far as hotel industry development in
one country is concerned, it should be noted
that different strategic groups of business en-
tities within the same industry should not
have the same business strategies. Strategic
group is generally considered as the group of
companies which, within the same industry,
follow similar strategies along all aspects of
competitiveness dimensions (Porter, 2004:
129). However, it should be pointed out that
in hotel industry, where a strategic group can
be defined as a group of hotels - primary
competitors, the competition segmentation by
strategic groups is not used as in the other in-
dustries, due to relatively high level of simi-
larity in the hotels" offer. (Reich, 1997: 168).
Finally, in order to evaluate different
viewpoints linked to the development issues
and competitiveness, the relatively new un-
derstanding of company development strat-
egy should be noted. This is a reconstructive
view on the development strategies, ac-
cording to which strictly defined structure of
one industry and market boundaries exist
only in managers' minds. According to this
theory, additional untapped demand exists
on the market, and such demand could be
proactively created by innovations. This re-
quires the change of the focus of attention
from supply to demand, and the change of
competitiveness focus from competition to
innovation of value, i.e. creation of innova-
tive value which will induce new demand
(Kim, Mauborgne, 2005: 211). This is an
interesting viewpoint principles of which
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Stvaranje inovativne vrijednosti koja ce po-
taknuti novu potraznju (Kim, Mauborgne,
2005: 211). Ovo je zanimljivo glediSte âiji
bi se principi trebali dodatno istraziti na
primjeru hotelske industrije.
3. STANJE I RAZVOJ
HOTELIJERSTVA U




Polazeéi od poimanja konkurentnosti kao
slozenog holistiCkog koncepta koji se zasniva
na ispunjenju mnoStva eksternih uvjeta okru-
zenja i internih uvjeta u hoteiskom sektoru,
ali koji se u osnovi svodi na princip 'biti bolji
odnosno razliCit od drugih', za zakljuCiti je da
se razvoj konkurentnosti hotelijerstva u Hr-
vatskoj trenutno u vecoj mjeri oslanja na
unapredenje hardware-a, dok upravIjaCki
software na svim razinama upravijanja (dr-
íavnoj, regionalnoj, destinacijskoj i razini
hotelskih poduzeóa odnosno objekata) ipak
zaostaje za unapredenjem materijalnih sas-
tavnica proizvoda.
Sto se pak eksternih sastavnica konku-
reninosti hotelijerstva tiCe, okruzenje pred
hoteiski Sektor u Hrvatskoj postavlja cijeli
niz izazova. Oni se ugiavnom svode na ne-
definirani status vlasniStva nad zemljiStem
na kojem se nalaze boteiski i ostali smjeS-
tajni objekti u hotelsko-turistiCkim poduze-
éima te izostanak uvjeta za ravnopravnu tr-
XiSnu utakmicu na medunarodnom trMiu -
veéa porezna optereóenja nego u konku-
rentskim turistiCkim zemljama, izostanak
sustava poticaja razvoju hotelskog sektora i
sliCno (Hrvatska udruga hotelijera i restora-
tera, 2007: 7). KljuCni elementi konku-
rentskog konteksta hotelijerstva u Hrvatskoj
prikazani su Grafom 1. Razvidno je da se
hotelijerstvo Hrvatske suoCava sa znatnim
brojem eksternib problema (iz okruzenja) te
internih problema (unutar samih hotelskih
should be additionally examined in the case
of hotel industry.
3. STATUS AND DEVELOPMENT
OF THE HOTEL INDUSTRY IN
CROATIA - WHERE ARE WE
AND WHERE ARE WE GOING TO?
3.1. Competitive Context of the Hotel
Industry in Croatia
Competitiveness is understood as a com-
plex holistic concept based on the accom-
plishment of numerous external conditions in
the environment and internal conditions in the
hotel sector. The underlying context of this
concept is "to be better or differentiated from
others". The development of hotel industry
competitiveness in Croatia at the moment
dominantly rellies on tbe improvement of
hardware, while the management software at
all managerial levels (governmental, regional,
destination and company or property levels) is
still lagging behind compared to upgrading of
the material components of the product.
As far as the external components of the
botel industry competitiveness are concerned,
the environment puts a series of challenges in
front of Croatian hotel sector. They mostly
refer to the undefined status of the ownership
over land on which the hotel and other ac-
commodation properties are situated. Fur-
thermore, the lack of conditions for the fair
market competition on the intemational mar-
ket is also present. In Croatia there are higher
taxation burdens compared to the competitors
tourism countries, as well as the laek of (he
incentive schemes for the hotel sector and
similar (Croatian Association of the Hoteliers
and Restaurateurs. 2007 : 7). The key ele-
ments of the competitive context of hotel in-
dustry in Croatia are shown in Graph 1, It is
evident that the hotel industry of Croatia is
faced with numerous external problems (from
the environment) as well as internal problems
(within the companies themselves). Tbe solu-
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poduzeCa), rjesenje kojih ce doprinijeti rastu
konkurentnosti. Ti se izazovi nalaze podje-
dnako na podruCju samih hotelskih podu-
zeéa odnosno faktora proizvodnje, ali i na
podruCju uvjeta potraznje kao i sektora po-
drske(Graf 1).
Graf1.
Konkurentski kontekst hotelijerstva u Hrvatskoj
tion of these problems will contribute to the
competitiveness growth. It should be men-
tioned that these problems at the same time
refer to the conditions of factors, as well as to
the conditions of demand and support sectors
(Graph 1).
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Graph I. Competitive Context of Hotel Industry in Croatia
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3.2. Trzisni profil i poslovna
uspjesnost hotelijerstva u
Hrvatskoj
Prosjeéan trzisni profil hotelijerstva u
Hrvatskoj odaje sljedecu sliku:"'
• radi se o relativno starim botelskim
objektima (prosjeCno 40-tak godina),
posljednji puta obnovijenim prije 4
godine;
• uglavnom se radi o velikim hotel-
skim objektima nastalim u vrijeme
masovnog turizma. srednje kvalitete
(prosjeCno 3 hotelske zvjezdice);
• botelska je ponuda uglavnom uteme-
ljena na proizvodu sunce i more, re-
lativno siromasna dodatnim sadrza-
jima (svaki drugi hotel raspolaze sa
bazenom i konferencijskim sadr^a-
jima. a svaki treéi hotel sa fitness-om
i djeôjim klubom, dok tek svaki peti
hotel raspolaáe s nekom vrstom
Wellness ponude);
• hoteli uglavnom posluju u proäirenoj
sezoni (8-9 mjescci godisnje).
Ovakva struktura hotelske ponude u Hr-
vatskoj logieno uvjetuje i strukturu kanala
prodaje. Trzisni splet hotelijerstva u Hr-
vatskoj pokazuje da alotmani i grupe preds-
tavljaju oko tri áetvrtine ukupnog prodajnog
volumena (Graf 2), sto je uglavnom stanje
nedovoljno proaktivne i prema tr2i§tu ori-
jentirane organlzacije marketinga i prodaje
3.2. Market Profile and Operational
Efficiency of the Hotel Industry
in Croatia
Market profile of the average hotel in
Croatia is as *
• Hotels are relatively old (on average
40 years old), and they were refur-
bished, on average, 4 years ago;
• There are mostly big hotel properties
developed in the period of mass
tourism, and they are of medium
quality level (on average 3 stars);
• Hotel offer is mostly based on the
sun and sea product, and the addi-
tional facilities are modest (one in
tu'o hotels has the pool and confer-
ence facilities, and one in three hotels
has fitness and kids club, while one
in five hotels has Wellness facilities);
• Hotels are mostly operating in the
season of 8 to 9 months a year. ,. ^
This profile of hotel ofïer in Croatia
logically influences the structure of the dis-
tribution channels. The allotments and
groups refer to three fourths of the total ho-
tel sales volume (Graph 2). which shows
that the organization of hotel marketing and
sales was not proactive and market oriented
enough. This state is inherited from the pre-
vious non-market system, and during transi-
tion such policies were not adapted to the
Svi podaci tiavedeni u ovom dijelu rada obradeni su na temelju istraiíivanja poslovanja holelijerstva u Hrvats-
koj. provedenog » razdoblju 1998,-2006. godine. po jedinstvenoj melodologiji Horwath Hotel Industry Survey
(Horwaih Consulting Zagreb. 1998,-2006). Radi se o ankeinom istrazivanju koje se svake godinc provodi na
uzorku hoteia u Hrvatskoj koji se svrstavaju u strateSku skupinu kvalitetnijeg dijcia hotelijerstva u Hrvatskoj
(hoteli sa pet. Cctiri i In plus zvjezdice prema medunarodnom standardu), Uzorak istraüvanja u pravilu tmi oko
polovine ukupnih hotelskih kapaciteta u Hrvatskoj. mjen:n brojem smjeStajnih jedinica.
All data mentioned in this section of the paper weœ processed on the basis of research of hotel operations in
Croatia, carried out in the period 1998 - 2006, by uniform methodology of Horwath Hotel Industry Surrey
(Horwath Consulting Zagreb. Í998 - 2006), This is the market survey which is conducted each year, based on a
sample of hotels considered as higher quality hotels in Croatia (five, four and three plus star hotels, according to
international standards). The survey .sample is composed of approximately half of the total hotel capacities in
Croatia, measured by a number of accommodation units. • , - i ^ \
Ibidem
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hotelskog sektora koje je naslijedeno iz pro-
§log (netrziânog) sustava i tijekom tranzicij-
skih promjena nije znaCajnije mijenjano.
Naime, specifiCnost hotelijerstva u Hrvats-
koj je postojanje tzv. destinacijskih hotel-
skih poduzeéa koji ukljuéuju velik broj ho-
tela u istoj destinaciji, a sve su tzv. zajed-
niCke poslovne funkcije podrSke (medu os-
talim marketing i prodaja) centralizirane na
razini hotelskog poduzeéa, obavljajuéi pos-
love za sve hotele u sastavu poduzeéa. Ova-
kva organizacija prodaje i marketinga, iako
je troskovno racionalnija, u praksi uglav-
nom dovodi do pasivnog stava prema trzi-
Stu, pri ôemu se veéi dio prodaje realizira
preko alotmanskih ugovora. S obzirom na
relativno visoke popuste (u odnosu na ob-
javijenu cijenu) koji se odobravaju turope-
ratorima preko alotmanskih ugovora, na
ovaj se naCin propusta trzisna sansa ostvari-
vanja viSih cijena koje donóse individualni
gosti.^ Valja istaknuti da se struktura trziá-
nog miksa hotelijerstva u Hrvatskoj iz go-
dine u godinu znaCajnije ne mijenja.
market economy. The specific feature of the
hotel industry in Croatia is the existence of
the so called destination hotel companies,
which comprise of a number of hotels in the
same destinations, and all support functions
(among others, the marketing and sales as
well) are centralized at the level of hotel
company, and are providing support to all
hotels which operate within it. Despite the
positive effects of such an organization of
hotel sales and marketing to the rationaliza-
tion of expenses, in praxis, it usually leads
to the passive attitude towards the market,
where the sale is mostly organized by allot-
ment agreements. Since there are relatively
high discounts based on which the allotment
prices are formed (compared to the hotel
rack rates), in this way the market opportu-
nity to achieve higher prices through the in-
dividual channel is missed.'' It should be
noted that the structure of a market mix in
the Croatian hotel industry has remained the
same over the recent years.
. 1 • •
Ovo naroCito vrijedi nakon Sto je u Hrvaiskoj uvodenjem stope poreza na dodanu vrijednost od 10% na sve
hotelske smjeStajne i pansionske usluge napuäten dotadaSnji sustav poreznih beneficija za organizirane ino-
zemne turiste, za koje je vrijediia nulta stopa poreza na dodanu vrijednost (dok su ostali turisli plaéali porez na
dodanu vrijednost od 22%).
TTiis is especially true in Croatia after the Value Added Tax rate of 10% is introduced on all hotel accommoda-
tion and board services, which replaced former system of tax benefits for organized foreign tourists, which were
taxed at the zero percent of Value Added Tax rate (while, at the same time, the other tourists were paying the
VAT at 22 percent rate).
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Graph 2.



















Source: Horwath Hotel Industry Survey 2006. Horwalh Consulfing Zagreb
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Prema kriterijima poslovne uspje§nosti
koji se tipiCno iskazuju kljuCnim pokazate-
ljima poslovanja karakteristiCnim za hotel-
sku industriju, hotelijerstvo u Hrvatskoj li-
jekom posljednjeg desetljeéa iskazuje vi-
soke stope rasta (Tablica 1). Ukoliko se
analiziraju trzisni pokazatelji poslovanja
hotela, razvidno je da se u promatranom ra-
zdoblju (1998.-2006.) ostvaruje znatno vi§a
prosjeCna godiSnja stopa rasta cijena (5,9%)
nego stopa rasta zauzetosti kapaciteta
(1,9%). Dakle, uglavnom je visoki godisnji
rast ostvarenih cijena doprinio visokom
rastu ukupnog prihoda hotela u analizira-
nom razdobiju. S druge strane, u istom je
razdobiju ostvaren vrlo visok prosjeáni go-
di§nji rast bruto operativne dobiti po sobi
(16,3%), sto upucuje na zakijuôak o racio-
nalizaciji troskova poslovanja. Istodobno,
doslo je do znatnog rasta produktivnosti
rada (financijski izrazene ostvarenim ukup-
nim prihodom hotela po zaposlenom), koji
je u promatranom razdobiju rastao po pros-
jeCnoj godisnjoj stopi rasta od 8,4%.
According to the criteria and indicators
of operational efficiency, Ihe hotel industry
in Croatia shows high growth rates during
the last decade (Table I), if we analyse the
market indicators of hotel operation in the
period from 1998 through to 2006, it is evi-
dent that the annual average growth rate of
achieved prices were significantly higher
(5.9%) than the annual average growth rate
of the occupancy (1.9%). The high annual
growth of the achieved prices has contrib-
uted to the high growth of total hotel reve-
nue in the analysed period. On the other
hand, in the same period very high average
annual growth of gross operating profit per
room has been recorded (6.3%). This leads
to the conclusion that the hotel expenses in
the analysed period have been significantly
lowered. At the same time, the labour pro-
ductivity (expressed in financial terms as
total revenue per employee) has been sig-
nificantly increased. The annual average
growth rale of this indicator over the ana-
lysed period is 8.4%.
Tablica 1.
Stope rasta kljuônih pokazatelja poslovne uspjesnostj hotelijerstva u Hrvatskoj
(1998.-2006.)
Pokazatelj
GodiSf^a zauzetost soba (%)
Prosjecna ostvarena cijena sobe {€)
Ukupni godiánji prihod po sobi (€)
Ukupni godisnji prihod po zaposlenom (€)
Bruto operativna dobit {% od UP)
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Table 1.
Key Indicators of Hotel Industry Operational Success
in Croatia (Average Annual Growth Rates 1998-2006)
Indicator
Annual room occupancy (%)
Average Achieved Room Rate (€)
Tolal anaial revenue per room (€)
Total annual revenue per employee (€)
Gross operating profit (% of total revenue)
































Source: Hofwalh Hotel Industry Survey 1998 - 2006. Horwalh Consulling Zagreb
Ovako visoke stope rasta, u uvjetima
uglavnom saturiranih zrelih europskih turis-
tiCkih trzista, karakteristiCnc su za fazu uvo-
denja na trziste. Uzimajuéi u obzir investi-
cijski ciklus kojemu je hotelijerstvo u Hr-
vatskoj u proteklom desetljecu bilo (i jos
uvijek jest) izlozeno, a koji je doveo do ino-
viranja proizvoda, moguóe je konstatirati da
se, na izlasku iz tranzicijskih promjena, ho-
telijerstvo u Hrvatskoj nalazi u prvoj fazi
¿ivotnog ciklusa. Naime. visoke stope rasta
poslovnih rezultata hotelijerstva u Hrvatskoj
u razdoblju 1998.-2006. posljedica su dva
osnovna faktora: znaCajno smanjene baze,
tj. volumena potrainje (te posljediôno i po-
slovne uspjeSnosti hotelijerstva u Hrvatskoj)
tijekom prve polovice 1990-tih godina kada
su u Hrvatskoj vladali ratni I poratni uvjeti,
ali i investicijskog ciklusa koji je usiijedio
od kraja 1990-tih godina. a znatno se inten-
zivirao posljednjih nekoliko godina. Ovaj
investicijski ciklus u hotelijerstvu u Hrvats-
koj bio je usmjeren u dva pravca: a) renovi-
ranje postojeéih hotelskih objekata u okvi-
rima postojeéih proizvoda, usmjeren na po-
dizanje kvalitete postojeceg proizvoda, te b)
uvodenje novih hotelskih proizvoda. Inovi-
ranje hotelskih proizvoda desavalo se u Hr-
vatskoj u proteklom desetijeéu uglavnom na
Such high growth rates, in the conditions
of saturated mature European tourism mar-
kets, are characteristic of first phase in life
cycle - the introductory phase. Having in
mind the investment cycle vt-hich is under-
way in Croatia over the last decade (and still
is), which has led to the product innovation,
it should be noted that, on its way out of the
transition, the hotel industry in Croatia has
revived the introductory phase of its life cy-
cle. High growth rates of hotel operational
results in Croatia in the period 1998-2006
are the consequences of two key factors.
First, it is the significantly lowered starting
base of the demand volume (with its impli-
cations to the hotel operational efficiency)
which was the characteristic of the first half
of the 199O's when the war and post-war
conditions were present in Croatia. Second,
it is the investment cycle which started in
the late l990's, and which has been signifi-
cantly intensified in the past few years. This
investment cycle in the hotel industry of
Croatia was oriented towards the two goals:
(a) renovation of the existing hotel proper-
ties in the same product categories, with the
aim to upgrade the existing product quality,
and (b) the introduction of new hotel prod-
ucts. The innovation of hotel products in
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postojeóoj strukturi imovine, dakle provo-
dilo se rckonstrukcijom postojecih objekata
ali putem repozicioniranja: promjenom ci-
ljanog trzista, cjelovitom promjenom smje-
Stajnog i izvan-smjestajnog proizvoda,
uvodenjem novih sadrzaja i aktivnosti u
odmorisnom hotelskom proizvodu. Javno
dostupni podaci o ulaganjima u djelatnost
Hoteli i restorani u Hrvatskoj ukazuju da se
ve¿i dio (53,4% do 67,9%) ukupnih ulaga-
nja u djelatnost Hoteli i restorani u razdob-
lju 2000.-2004. godine odnosio na proäire-
nje, rekonstrukciju i modernizaciju kapaci-
teta (Tablica 2). Ovo potvrduju rezultati
istraiivanja poslovanja hrvatskog hotelijer-
stva (Horwath Consulting l998.-2006.)koji
ukazuju da se prosjeCno godiSnje po hotelu
izdvaja oko 1,8 do 2,4 milijuna eura u po-
boljsanje proizvoda (Graf 3). Valja takoder
istaknuti Cinjenicu da su u Hrvatskoj od
1990. godine do dañas novi greenfield ho-
telski projekti iznimka, a ne pravilo. Ulaga-
nja u nove kapacitete (Tablica 2) se
uglavnom odnose na investiranje u izvan-
smjeStajne objekte ponude le na gradnju
manjih smjestajnih objekata. Naime, green-
field ulaganja u botelijerstvu Hrvatske su
uglavnom povezana sa razvojem manjih
hotelskih objekata koji s aspekta medunaro-
dne konkurentnosti hrvatskog hotelijerstva
nisu od presudnog znaCenja jer se ne radi o
probojnim hotelskim projektima koji su u
stanju znaÈajno doprinijeti repozicioniranju
destinacije u kojoj su smjesteni na meduna-
rodnom turistiCkom trzistu. Razvoj novih
malih hoteia u Hrvatskoj je posljedica poli-
cajne politike drzave prema razvoju malih
obiteljskih hotela do 40 smjestajnih jedi-
nica, usmjerene prema malim poduzetni-
cima koji ulaze u hotelski sektor.
Ulaganja u hotelijerstvo u Hrvatskoj
rastu iz godine u godinu po izuzetno viso-
kim stopama rasta: u petogodiSnjem razdo-
biju od 2000. do 2004. godine ulaganja su
kumulativno porasla za 2,5 puta, uz prosje-
Cnu godisnju stopu rasta od 36,4% (Graf 4).
S obzirom da JugoisloCna Europa s aspekta
Croatia in the last decade was mostly fo-
cused on the existing assets structure, i.e. on
the reconstruction of existing properties as
well as on the repositioning. This was
achieved through the change of target mar-
kets, integral change of accommodation and
non-accommodation product, introduction
of new facilities and amenities in the resort
hotel product. The public data on invest-
ments in the hotels and restaurants in Croa-
tia from 2000 to 2004 shows that the
prevailing part of total investments in this
industry (53.4% to 67.9%) was done with
the aim of enlarging, reconstruction and
modernization of capacities (Table 2). The
results of Horwath Hotel Industry Survey
(Horwath Consulting Zagreb, 1998-2006)
confirm such data, since they show that the
average annual investment per hotel in
product upgrading amounts from 1.8 to 2.4
million euros (Graph 3). It should be
pointed out that greenfield hotel projects
from 1990 onwards are more an exception
than the rule. The investments in new ca-
pacities (Table 2) are mostly referred to the
non-accommodation properties and to the
construction of smaller accommodation
properties. Such smaller hotel properties,
from the international competitiveness point
of view, are not of the higher significance,
since these are not the breakthrough hotel
projects which can significantly contribute
to repositioning of a destination on the in-
ternational tourism market. The develop-
ment of new small hotels in Croatia is the
consequence of the governmental incentive
crediting policy, which affects the hotels of
up to 40 accommodation units, aimed to at-
tract small entrepreneurs, the new entrants in
the hotel sector,
Investments in the hotel industry in
Croatia have been increasing annually by
exceptionally high growth rates (36.4%): in
five-year period from 2000 through 2004,
the cumulative growth of investments is 2.5
times higher (Graph 4). Since South East
Europe, from the investors' point of view.
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ulagaía jos uvijek predstavlja trziste u nas-
tajanju gdje su oôekivanja za povratom na
uloiena sredstva veca nego na zrelim turis-
tiCkim trziätitna Zapadne Europe, oCekiva-
nja su da ée se hotelski investicijski ciklus u
Hrvatskoj nastaviti po visokim stopama
rasta i u iduéem srednjoroènom razdoblju.
Stil! represents the emerging market where
the investors' expectations for returns on in-
vestment are higher compared to mature
tourism markets of Western Europe, it is
expected that the hotel investment cycle in
Croatia will continue at high increase rates
in the next mid-term period.
Tablica 2.
Namjena ulaganja u djelatnost Hotelí i restorani u Hrvatskoj (2000.-2004.)

























Izvor: StatistiCki Ijetopis Republike Hrvatske 2O02.-2O06., Drzavni zavod za statistiku, Zagreb
Table 2.
Purpose of Investments in Hotels and Restaurants in Croatia (2000-2004)

























Source: Statistical Yearbook of Republic of Croatia 2002-2006, State Bureau of Stalistics, Zagreb
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Graf 3.
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Graph 3.
Planned Investments in Hotels in Croatia (2006 / 2007)
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Graf 4.
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Ukupni godiSnji poslovni prihod po sobi
sintetiCki je pokazatelj koji ukazuje na uku-
pnu trzignu uspjesnost hotelijerstva u Hr-
vatskoj. Rezultati istraíivanja pokazuju da
je ovaj temeljni pokazatelj u analiziranom
razdoblju rastao po visokoj godisnjoj pros-
jeénoj stopi rasta od 6% (Graf 5). Valja me-
dutim ukazati da je ovaj rast uglavnom pos-
ljedica porasta ostvarenih cijena smje§taja a
tek manjim dijelom posljedica porasta zau-
zetosti (Graf 6). Ovi rezultati ukazuju da je
hrvatsko hotelijerstvo u proteklom deset-
Ijeéu uspjelo znatno poboljsati svoj poloíaj
na medunarodnom trzistu. Naime, vidljivo
je da je trziste putem znatnog rasta ostvare-
nih cijena pozitivno reagiralo na uvodenje
novih odnosno na poboljsanje kvalitete po-
stojeéih hotelskih proizvoda koji su u nave-
denom razdoblju bili posljedica investiranja.
Takoder, povecanje ostvarenih hotelskih
cijena u prikazanom razdoblju je vecim di-
jelom inducirano obavljenim ulaganjem u
unapredenje hotelskih proizvoda nego u ra-
zvoj potpuno novih proizvoda. Analiza na
uzorku 15 hotelskih razvojnih projekata po-
kazala je da su hoteli koji su ulagali u reno-
viranje objekata. ali ostajuci pritom u istoj
proizvodnoj kategoriji u petogodisnjem raz-
doblju nakon investiranja, poveéali svoj go-
diSnji prihod za 60% do 100%, u usporedbi
sa prihodom ostvarenim u posljednjoj go-
dini prije investiranja.^ Rast prihoda je ve-
éim dijelom uvjetovan rastom cijena, a tek
manjim dijelom rastom iskoristenosti kapa-
citeta. Ista je analiza na uzorku od 15 spo-
menutih hotela, pokazala da prosjeCni pov-
rat na ulaganje u razdoblju prvih pet godina
nakon investiranja iznosi 4% do 6% godis-
nje.
Total annual operational revenue per
room is the synthetic indicator which shows
the overall market effectiveness of the hotel
industry in Croatia. The survey results indica-
te that this indicator has grown at a high an-
nual growth rate of 6% over the analysed pe-
riod (Graph 5). However, it should be pointed
out that this increase is dominantly the conse-
quence of the achieved room prices increase,
and in the smaller extent the effect of the oc-
cupancy growth (Graph 6). These results
show that the hotel industry in Croatia has, in
the last decade, succeeded to improve its po-
sition on the international market. It is visible
that the market has, through the higher prices,
positively reacted to the introduction of new
products and to the upgrading of the quality
of existing hotel products, as the effect of an
investment process. Furthermore, the increase
of the achieved room prices is mostly induced
by investments in the upgrading of hotel
products and less by the investments in the
development of completely new products.
Analysis on a survey sample consisting of 15
hotel development projects has shown that
the hotels, which invested in their refurbish-
ment and stayed in the same product cate-
gory, have increased the annual revenue by
60% to 100% in the five year period after the
investment, compared to the revenue realized
in the last year prior to investments donc.̂
The analyses show that the revenue growth is
mostly the effect of an increase in the
achieved prices, and only to small extent the
effect of an increase of occupancy. The re-
sults of the analyses show that the average
return on investment in the period of five
years after investments ranges from 4% to 6%
annually.
Analiza je izvräena na uzorku od 15 hoteia u icojimasu u razdoblju 1998. do 200!. izvriíena ulaganja. Svi su ho-
teii sasiavni dio uzorka istrazivanja posiovanja hrvatskog hotelijerstva (Horwaih Consulting Zagreb, 1998. -
2006.) le su rezultali poslovanja u petogodiSnjeni razdobiju nakon izvrSenih ulaganja praÉeni putem analize an-
ketnih upiínika predmetnih holela, koji su dobiveni u navedenom istrazivanju.
Analysis has been donc on a sample of 13 hoteis, where the investments took place in the period from 19y8 to
2001. All Ihe hotels are the part of the sample of Horwath Hotel Industry Survey (Horwath Consulting Zagreb,
1998-2006). Their financial results in five years after investments have been recorded by the analyses of the
questionnaires in the above mentioned survey.
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Graf 5.
Poslovni prihodi hotela u Hrvatskoj, po sobi (1998. - 2006.)
'snj¡ prihod po sobi (ê)
1998. 1999, 2000. 2001, 2002. 2003. 2004, 2005, 2006.
Izvor: Istrazivanje poslovanja hotelijerstva u Hrvatskoj 1998,-2006,. Horwath Consulting Zagreb
Graph 5.
Operational Revenues of Hotels in Croatia per Room {1998 • 2006)
Total annual revenue per room (€)
1998 1999 2000 2001 2002 2003 2004 2005
Source: Horwath Hotel industry Survey 1998 • 2006, Honwath Consuiting Zagreb
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Graf 6.
Zauzetost i prosjecna ostvarena cijena sobe
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U opisanim uvjetima porasta hotel.skih
prihoda u posljednjem desetljecu, profita-
bilnost hotela je pratila pozitivne trendove
rasta, ali po mnogo visim stopama rasta
(Graf 7 i Tablica 3). Ovo je posljedica
primjene strategije niskog troSka. Ocjenjuje
se daje ovo posljedica naslijedenih navika i
menadiment stila iz netr^iSnog razdobija
1990-tih godina. kada je osnovni preduvjet
prezivljavanja u odsustvu potraznje (te ne-
dovoljnog prihoda) bila orijentacija na
striktnu kontrolu troskova. I u analiziranom
razdoblju fokus menadzera je bilo uCiniti
troskovne racionalizacijc, a vecim dijelom
su ove racionalizacije bile usmjerene na tro-
skove rada, putem standardizacije volumena
radne snage u odnosu na zauzetost, a s ci-
ljem poveéanja produktivnosti.
In the described conditions of hotel
revenues increase in the last decade, the
hotel profitability bas followed the positive
growth trends, but at significantly higher
growth rates (Graph 7 and Table 3). This is
the effect of the implementation of a low
cost strategy, as well as of the inherited
habits and management style from the non-
market period of 199O's. In this period, tbe
basic precondition of staying on the market,
in the conditions of lack of demand (and
insufficient revenue) was the orientation to
strict cost control. The management focus in
the analysed period was oriented to the cost
rationalization, mostly on the decreasing the
payroll costs, by standardization of work
force compared to the occupancy, with tbe
aim to increase the productivity.
Graf 7.
Profilabîlnost hotela u Hrvatskoj (1998. - 2006.)
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Izvor: Istraiivanie poslovanja hotelijerstva u Hrvatskoj 1998.-2006., Horwath Consulting Zagreb
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Graph 7.
Profitability of Hotels in Croatia (GOP, 1998 - 2006)
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Source: Horwath Hotel Industry Survey 1998 - 2006, Horwath Consulting Zagreb
Ostvareni rast profitabilnosti hotela
(mjeren udjelom bruto operativne dobiti u
ukupnom prihodu hotela) ukazuje na dosti-
zanje primjerene profitabilnosti hotela u po-
sljednjim godinama promatranog razdoblja
(2003.-2006.). Ovo potvrduje i analiza neto
profitabilnosti hotelijerstva Hrvatske, koja
ukazuje na Cinjenicu da odabrani uzorak
hotela, iz zone gubitka kojeg je ostvarivalo
do 2002. godine, poCevsi od 2003. godine
ulazi u zonu neto profitabilnosti. Povezujuói
analizu podataka o ostvarenoj bruto opera-
tivnoj dobiti po sobi i razini neto rezultata
hotela (tj. dobiti prije oporezivanja), zaklju-
Cuje se da uz danu razinu fiksnih troêkova,
ostvarivanje bruto operativne dobiti po sobi
od oko 3.500 eura predstavlja granicu pri
kojoj hoteli poCinju poslovati pozitivno na
razini neto rezultata.
The achieved hotel profitability increase
(measured by the share of gross operating
profit in the total hotel revenue) points out
that the adequate profitability level has been
realized in the last few years of the analysed
period (2003-2006). This is also confirmed
by the analysis of the net hotel profitability
in Croatia, which sbows that the hotel in-
dustry from 2003 onward has made a profit
(unlike the loss which has been realized by
2002). Linking the analysis of achieved
gross operating profit per room and of ho-
tels' net results (profit before taxation), it
could be concluded that, at a given level of
fixed charges, the achievement of 3.5 thou-
sand euros of gross operating profit per
room represents the point at which hotels
start to operate with net positive results.
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Graf 8.
Dobít prije oporezivanja / gubitak
hotelijerstva u Hrvatskoj (1998. - 2006.)
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Graph 8.
Profit Before Taxation / Loss
of Hotel industry in Croatia {1998 - 2006)
ProlN bafwe taxaiiwi / Loss Stiara ol profit tKfora
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Profil before laxaMon / Loss
(% Irom total revenue)
1998 1999 2000 2001 2002 2003 2004 2005 2006
Source: Horwath Hotel Industry Survey 1998 - 2006, Horwath Consuiting Zagreb
Analizirajuéi porast hotelskih poslovnih
performansi po pojedinim godinama raz-
matranog razdoblja, vidljivo je daje do naj-
veóeg godiSnjeg rasta poslovne uspjesnosli
hotelijerstva u Hrvatskoj doslo u godinama
2000. i 2001. (Tablica 3). Ovo je bila pos-
ljedica prvog vala hotelskog investicijskog
cikiusa koji je obavljen koncem 1990-lih
godina, pri Cemu je trziste u najveéoj mjeri
valoriziralo uCinjene pozitivne pomake u
proizvodu putem poveéanja cijena.
Analysing the increase of hotel operating
performances by years of the analysed pe-
riod, it is notable that the highest annual in-
crease of hotel operational efficiency in
Croatia was been realized in years 2000 and
2001 (Table 3). This was the consequence
of the first wave of the hotel investment cy-
cle which was been done at the end of
199O's, where the market has, to a greater
extent, through the increased prices, evalu-
ated the positive shift in the product.
s. Ci?.mar: Konkureninost holclske induslrije Hrvat.ske 179
Tabliu 3.
Dobit prije oporezivanja hotelijerstva u Hrvatskoj (1999.-200G.)
Dobit prije oporeiivanja / Gubilak (% od UP)
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Table 3.
Profit Betöre Taxation in Hotels in Croatia (1999.-2006.)
ftofit belore taxation / Loss ¡% of total revenue)
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4. ZAKLJUèAK
Eksterni kontekst u kojem se razvoj ho-
telijerstva u Hrvatskoj odvijao tijekom
1990-tih godina uglavnom je nosio negati-
van predznak, koji je vecim dijelom bio po-
.sljedica ratnih dogadanja i postratnog raz-
doblja ali i tranzicijskih promjena kroz koje
je Hrvatska prolazila. U ranoj fazi posttran-
zicijskog razdoblja, mjerljivim pokazate-
ijima trzisne i poslovne uspjeSnosti,
hotelijerstvo u Hrvatskoj pokazuje poveia-
nje stupnja konkurentnosti na medunarod-
nom trziâtu. Ipak, za neposrednu buducnost
ostaje otvoreno pitanje unapredenja ekster-
nih uvjeta okru2enja koji bitno odreduju
uvjete poslovanja hotelijerstva u Hrvatskoj.
oko kojih je potrebno postici drustveni kon-
senzus izmedu privatnog i javnog sektora.
To se prije svega odnosi na potrebu hitnog
rjesavanja pitanja vlasnistva turistièkog
zemljista i stvaranja poreznih uvjeta uspore-
divih sa zemljama - turistiCkim konkuren-
tima Hrvatskoj.
S druge strane, evidentno je da konku-
rentnost hotelijerstva prije svega ovisi o
konkurentskoj sposobnosti hotelskog podu-
zeca, odnosno samog hotelskog objekta.
Poveéanje tráiSno-poslovne efikasnosti ho-
4. CONCLUSION
The external context in which the devel-
opment of the hotel industry in Croatia was
took place during the 199O's has mostly been
characterized by negative influences. This
was dominantly the consequence of the war
and the post-war period, but also the effect of
transitional changes through which Croatia
passed in those times. In the early phase of
the post-transitional period, the competitive-
ness level of the hotel industry in Croatia on
the international market has increased, and
this could be measured by indicators of mar-
ket effectiveness and operational efficiency.
However, there is one open issue to be dealt
with in the future. This is the necessity of im-
provement of external (environmental) con-
ditions, which substantially determine the
business success of the hotel industry in
Croatia, based on which the soeial consensus
between the private and public sectors should
be made. This primarily refers to the neces-
sity of urgent resolving of ownership over the
land where the tourist capacities are situated,
and creation of favourable taxation frame-
work, comparable with the eountries which
represent the competitors to Croatia on the
international tourism market.
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telskih poduzeca (hotela) u Hrvatskoj u ne-
posrednoj ée buducnosti ovisiti o intenzitetu
ulaganja u inovativne proizvode I o uspjehu
u marketinskom pakiranju i plasiranju proi-
zvoda na trziste. No, stupanj konkurentnosti
hotelijerstva u Hrvatskoj u nastupajucem ra-
zdoblju svakako ce u prvom redu ovisiti o
ulaganjima u osposobijavanje ijudskih re-
sursa u hotelijerstvu, putem uvodenja ope-
rativnih vjestina ali i stjecanja tTienadzerskih
znanja. Ulaganje u obrazovanje ljudskih re-
sursa danas je presudan izazov hotelijerstva
u Hrvatskoj, naroCito u svjettu oCekivanog
skorog pristupanja Hrvatske u Europsku
uniju.
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